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ABSTRACT
The purpose for this research is to study the relationship between the countries of origin image
towards the perception of brand equity of Malaysian. There were two independent variables
which are macro country or origin image and micro country of origin image and one dependent
variable which is the perception of brand equity. The respondents of the study were 200
Malaysian consumers that were being selected by using a non-probability sampling method,
mall intercept. 200 questionnaires were given to collect the data. The data was then analyzed
using frequency analysis, reliability analysis, correlation analysis and regression analysis. The
findings of the study show that macro and micro country of origin image does in fact have
significant relationship towards the perception of brand equity.
vi
TABLE OF CONTENTS
A STUDY ON COUNTRY OF ORIGIN IMAGE TOWARDS THE PERCEPTION OF BRAND EQUITY AMONG
MALAYSIANS ................................................................................................................................................................. i
A STUDY ON COUNTRY OF ORIGIN IMAGE TOWARDS THE PERCEPTION OF BRAND EQUITY AMONG
MALAYSIANS ................................................................................................................................................................ ii
DECLARATION OF ORIGINAL WORK ........................................................................................................................ iii
LETTER OF SUBMISSION........................................................................................................................................... iv
ACKNOWLEDGEMENT................................................................................................................................................. v
TABLE OF CONTENTS ................................................................................................................................................ vi
LIST OF TABLES.........................................................................................................................................................viii
ABSTRACT................................................................................................................................................................... ix
CHAPTER 1 : INTRODUCTION
1.1 BACKGROUND OF STUDY ....................................................................................................................................1
1.2 PROBLEM STATEMENT.........................................................................................................................................2
1.3 RESEARCH QUESTIONS .......................................................................................................................................3
1.4 RESEARCH OBJECTIVES......................................................................................................................................3
1.5 SIGNIFICANCE OF STUDY.....................................................................................................................................3
1.6 SCOPE AND COVERAGE OF STUDY....................................................................................................................4
1.7 LIMITATION ............................................................................................................................................................. 5
1.8 DEFINITION OF TERMS .........................................................................................................................................5
CHAPTER 2 : LITERATURE REVIEW
2.1INTRODUCTION.......................................................................................................................................................7
2.2 LITERATURE REVIEW
2.2.1 COUNTRY OF ORIGIN ..........................................................................................................................7
2.2.2 BRAND EQUITY .....................................................................................................................................9
2.2.2.1 BRAND LOYALTY...............................................................................................................10
2.2.2.2 PERCEIVED QUALITY........................................................................................................11
2.2.2.3 BRAND AWARENESS ........................................................................................................12
2.2.2.4 BRAND ASSOCIATION.......................................................................................................13
2.3 THEORETICAL FRAMEWORK ............................................................................................................................. 14
2.4 HYPOTHESES....................................................................................................................................................... 16
